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Business ethics has emerged as one of the most important concepts that the different 
corporations and also, industries are required to follow at all levels of their business 
operations so as to create value for their stakeholders and thereby to facilitate their 
long-term growth as well as, their sustainability. 
Furthermore, through the usage of ethical marketing the industries and the corporations 
related to them have been able to create the kind of marketing plans which while 
highlighting the value proposition of the products or the services offered by them had 
been able to elucidate the social implications of the same. 
Considering all the above, industries could influence the attitude or the buying behavior 
of their target market and also to substantially improve their brand image as well which 
in turn had led to increased sales volume and thereby profitability as well. 
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Chapter 1: INTRODUCTION 
1.1 Introduction  
 This chapter highlights the aim, the objectives, and the questions on the basis of 
which the entire study is conducted. Furthermore, the problem statement, rationale of 
the study and the structure of the study are elucidated   in this chapter.   
1.2 Background of the Study  
 As stated by Crane et al.1, business ethics has emerged as one of the most 
important concepts that the different corporations and also the industries are required 
to follow at all levels of their business operations so as to create value for their 
stakeholders and thereby to facilitate their long-term growth as well as sustainability. 
Trevino and Nelson2 are of the viewpoint that the impact of business ethics on the 
different industries becomes apparent when the recent trend of ethical marketing which 
is increasingly being used by the various industries is being taken into consideration. 
More importantly, the corporations within a particular industry are also required to take 
the help of the concept of fair trade and ethics for fixing the price of the services or the 
products offered by them3. Furthermore, through the usage of ethical marketing the 
industries and the corporations related to them have been able to create the kind of 
marketing plans which while highlighting the value proposition of the products or the 
services offered by them had been able to elucidate the social implications of the same4. 
This in turn had enabled the industries to adequately influence the attitude or the buying 
behavior of their target market and also to substantially improve their brand image as 
well which in turn had led to increased sales volume and thereby profitability as well5. 
In this relation, it needs to be said that fair trade and ethical marketing have become 
 
1 Crane, Andrew, Dirk Matten, Sarah Glozer, and Laura Spence. Business ethics: 
Managing corporate citizenship and sustainability in the age of globalization. Oxford 
University Press, USA, 2019. 
2 Trevino, Linda K., and Katherine A. Nelson. Managing business ethics: Straight talk 
about how to do it right. John Wiley & Sons, 2016. 
3 Javalgi, Rajshekhar G., and M. Russell La Toya. "International marketing ethics: A 
literature review and research agenda." Journal of Business Ethics 148, no. 4 (2018): 703-
720. 
4 Baker, Michael J., and Michael Saren, eds. Marketing theory: a student text. Sage, 2016. 
5 Wang, Jeff Jianfeng, and Chuang Zhang. "The impact of value congruence on marketing 
channel relationship." Industrial Marketing Management 62 (2017): 118-127. 
   
  
pylons of success within the contemporary business world. However, the important 
issue that arises since this phenomenon has been observed is that despite the benefits 
offered by the usage of business ethics, there are numerous industries which are even 
in the present times disregarding this particular discipline6. This in turn has led to their 
ineffective growth or development and also substantially reduced their sales volume as 
well as profitability in the recent years as well. It is under this particular framework that 
this study will undertake an analysis of fair trade and ethical business behavior as the 
pylons of a successful marketing plan.   
1.3 Problem Statement  
 According to Ota, Sakata and Iijima7, the primary focus of the contemporary 
business corporations is on the aspect of profitability and thereby the expansion of their 
business operations and for the attainment of this particular objective the corporations 
often take the help of aggressive manufacturing, marketing, sales and other strategies. 
Adding to this, Howie et al.8 have noted that the important issue arises since it is seen 
that the business corporations for the purpose of enhancing their growth rate often 
disregard the aspects of business ethics or ethical business behavior, fair trade and 
others which they are required to follow. In this relation, it needs to be said that the 
adequate usage of these attributes while helping the corporations to make a positive 
contribution towards the environment, society and the economy of the nations of their 
operation also helps them to substantially improve their brand image as well9. This is 
important since presently numerous options are available to the customers related to 
the same product or service and they are actively taking into consideration the 
attributes of the brand image for making purchase decisions. However, the issue arises 
 
6 Tangpong, Chanchai, Jin Li, and Kuo-Ting Hung. "Dark side of reciprocity norm: 
Ethical compromise in business exchanges." Industrial Marketing Management 55 
(2016): 83-96. 
7 Ota, Masaya, Yusuke Sakata, and Takao Iijima. "Fair trade information eliminates the 
positive brand effect: product choice behavior in Japan." Asian Journal of Sustainability 
and Social Responsibility 4, no. 1 (2019): 6. 
8 Howie, Katharine M., Lifeng Yang, Scott J. Vitell, Victoria Bush, and Doug Vorhies. 
"Consumer participation in cause-related marketing: An examination of effort demands 
and defensive denial." Journal of Business Ethics 147, no. 3 (2018): 679-692. 
9 Kang, Jee-Won, and Young Namkung. "The effect of corporate social responsibility on 
brand equity and the moderating role of ethical consumerism: The case of 
Starbucks." Journal of Hospitality & Tourism Research 42, no. 7 (2018): 1130-1151. 
   
  
since even in the present times there are various corporations which do not effectively 
utilize the concepts of business ethics or ethical business behavior, fair trade and others 
for the conduct of their business operations and this in turn had adversely affected their 
business growth prospects10. As a matter of fact, it is seen that the majority of the 
contemporary corporations support the economic, social or the environmental causes 
only to the point up to which it is beneficial for their business and after that they simply 
disregard the same despite the fact that it is contradictory to the precepts of business 
ethics11. This in turn while adversely affecting the brand image, it has also affected the 
success of the marketing plans which are being used since regardless of the 
ineffectiveness of the value proposition of the products or services offered by them the 
consumers cannot get past the violation of business ethics observed. It is this particular 
problem that will be the main focus of the study.     
1.4 Research Aim  
 The aim of this study is to analyze the manner in which fair trade and ethical 
business behavior have become the pylons of a successful marketing plan within the 
different industries.  
1.5 Research Objectives  
1. To determine whether business ethics adds additional value to a company or not. 
2. To analyze the manner in which business ethics affects marketing strategy.  
3. To understand the way in which industrial marketing affects the end-customers.  
4. To assess the manner in which industrial marketing can be profitable and also 
socially responsible as well. 
1.6 Research Questions  
1. Can business ethics add additional value to a company? 
2. How business ethics affects marketing strategy? 
3. How can industrial marketing affect the end-consumer? 
 
10 Trautwein, Stefan, and Jörg Lindenmeier. "The effect of affective response to corporate 
social irresponsibility on consumer resistance behaviour: validation of a dual-channel 
model." Journal of Marketing Management 35, no. 3-4 (2019): 253-276. 
11 Hwang, Kumju, and Hyewon Kim. "Are ethical consumers happy? Effects of ethical 
consumers' motivations based on empathy versus self-orientation on their 
happiness." Journal of Business Ethics 151, no. 2 (2018): 579-598. 
   
  
4. How can industrial marketing be profitable and socially responsible? 
1.7 Rationale of the Study  
 The issue that has been selected is based on the manner with which the 
disregard of business ethics, fair trade, ethical marketing and others have directly 
affected the success of the marketing plan used by the industries. This is an important 
issue since the lack of successful marketing plans used by the corporations had adversely 
affected the sales volume as well as the profitability of the corporations and thereby the 
growth of the industries to which they are related. Furthermore, the corporations are 
disregarding the concepts of business ethics and fair trade with the objective of earning 
higher revenue through the usage of unethical behavior. However, it is seen that the 
usage of unethical behavior rather than benefitting the corporations or the industries 
had adversely affected their growth rate12. Wang and Chen13 are of the viewpoint that 
the contemporary customers are increasingly focusing on the aspect of brand image, 
price, the nature of marketing campaigns used by the corporations and others for 
purchasing the products or the services offered by the corporations. This in turn has 
made the usage of the concepts of business ethics, fair trade and others integral ones 
for the different industries and the corporations. Thus, this study by showing the manner 
in which fair trade and ethical business behavior are the pylons of a successful marketing 
plan, it will highlight the factors that the industries need to take into consideration for 
the formulation of a successful marketing plan.   
 
12 Mason, Chris, and Bob Doherty. "A fair trade-off? Paradoxes in the governance of fair-
trade social enterprises." Journal of Business Ethics 136, no. 3 (2016): 451-469. 
13 Wang, Edward Shih-Tse, and Yu-Chen Chen. "Effects of perceived justice of fair trade 
organizations on consumers’ purchase intention toward fair trade products." Journal of 
Retailing and Consumer Services 50 (2019): 66-72. 
   
  
1.8 Structure of the Study  
 The structure that has been followed for the completion of this study is 
outlined by the figure given below
 
Figure 1: Structure of the Study 
Source: (Created by Vasilis Prokopidis) 
1.9 Summary  
 To sum up, the above discussion highlighted the aim, research questions, the 
problem statement, the rationale, and the other important attributes of the study on 
the basis of which it is conducted. This chapter is followed by the chapter “Literature 
Review” wherein a review of past literature related to fair trade and ethical business 
behavior has been undertaken.   
  
   
  
Chapter 2: LITERATURE REVIEW 
2.1 Introduction  
 This chapter of the study presents a review of the past literature related to fair 
trade and ethical business behavior and also the manner in which they have become the 
pylons of a successful marketing plan within the different industries. Furthermore, it has 
also highlighted the literature gap which exists in the literature related to fair trade and 
ethical business behavior and their relationship to the marketing plans used by the 
different industries.   
2.2 Concept of Fair Trade 
 O'Connor, Sims and White14 are of the viewpoint that fair trade is essentially a 
trade agreement or for that matter a trade arrangement particularly among different 
developing nations of the world which had been designed to help the producers or the 
manufacturers of goods or commodities in those nations to get better trading options. 
Adding to this, Beldad and Hegner15 have noted that the focus of the process of fair 
trade is on the improvement of the environment and the social standards and they also 
add higher prices to the commodities or for that matter the goods manufactured by 
them which are being exported to the other nations of the world particularly the 
different developing nations of the world. More importantly, over the years it had been 
seen that the different multinational corporations of the world had adopted the policy 
of outsourcing their manufacturing departments or their production departments to the 
developing nations on account of cheap labor, easily availability of raw materials needed 
for the manufacture of goods or services, comparatively lower tariff charges, lower 
subsidies and others16. This had substantially helped the business corporations in the 
 
14 O'Connor, Erin L., Lauren Sims, and Katherine M. White. "Ethical food choices: 
Examining people’s Fair Trade purchasing decisions." Food Quality and Preference 60 
(2017): 105-112. 
15 Beldad, A., and S. Hegner. "Determinants of fair trade product purchase intention of 
Dutch consumers according to the extended theory of planned behaviour." Journal of 
consumer policy 41, no. 3 (2018): 191-210. 
16 Gillani, Alvina, Smirti Kutaula, Leonidas C. Leonidou, and Paul Christodoulides. "The 
impact of proximity on consumer fair trade engagement and purchasing behavior: the 
moderating role of empathic concern and hypocrisy." Journal of Business Ethics (2019): 
1-21. 
   
  
developed nations to exponentially reduce their operational cost and thereby maximize 
their profitability. However, this had adversely affected the condition of the different 
developing nations of the world since it had been seen that although the multinational 
corporations of the developed nations utilized the various resources of the developing 
nations, yet they did not contribute significantly towards the development of these 
nations17. This in turn directly contributed towards the emergence of the concept of fair 
trade which had been formulated to help the developing nations and also their 
manufacturers to reap the benefits of the globalization of trade and commerce in the 
recent years.  
 As discussed by De Angelis, Amatulli and Bucciarelli18, the most important 
objective of the process of fair trade is to promote greater equity within the different 
international agreements or for that matter the trade partnerships through the usage 
of dialogues, respect and transparency. Adding to this, Kutaula et al.19 have noted that 
fair trade is all about promoting sustainable development by offering better trading 
opportunities to the marginalized producers as well as the traders within the developing 
nations and also ensuring the fact that their business rights are being safeguarded. The 
research work of Lee, Jin and Shin20 reveals the fact that there are three core beliefs or 
for that matter assumptions of the process of fair trade, namely, the trading practices 
which are being followed by the different nations have contributed to the unequal 
distribution of wealth among them Producers have the right as well as the power to 
express unity within their customers and the purchase of commodities directly from the 
producers in the developing nations at fair price is a far better fair and ethical practice 
 
17 Chatzidakis, Andreas, Minas Kastanakis, and Anastasia Stathopoulou. "Socio-
cognitive determinants of consumers’ support for the fair trade movement." Journal of 
Business Ethics 133, no. 1 (2016): 95-109. 
18 De Angelis, Matteo, Cesare Amatulli, and Valentina Bucciarelli. "Ethical 
Consumption: The Role of Emotions in the Purchase of Fair Trade Apparel Products." 
In Handbook of Research on Contemporary Consumerism, pp. 1-20. IGI Global, 2020. 
19 Kutaula, Smirti, Alvina Gillani, Leonidas C. Leonidou, and Paul Christodoulides. 
"Personality as a Driver of Consumer Fair Trade Engagement and Ethically-Minded 
Behavior." In Academy of Management Proceedings, vol. 2019, no. 1, p. 13750. Briarcliff 
Manor, NY 10510: Academy of Management, 2019. 
20 Lee, Hyemi, Yanhong Jin, and Hyun Shin. "Cosmopolitanism and ethical consumption: 
An extended theory of planned behavior and modeling for fair trade coffee consumers in 
South Korea." Sustainable Development 26, no. 6 (2018): 822-834. 
   
  
than attempting to promote sustainable development through corporate social 
responsibility programs. More importantly, it had also been seen that fair trade focuses 
on the improvement of the condition of the workers within the different corporations 
of the developing nations while ensuring the fact that their fundamental rights or for 
that matter their basic human rights are being safeguarded21. Furthermore, for the 
effective attainment of these goals outlined by the process of fair trade the corporations 
both in the developed nations and also in the developing nations are required to take 
the help of the concept of business ethics and display ethical business behavior22. In 
addition to these, it had been seen that the concept of fair trade had received extensive 
support in the present times, and it is seen that different nations of the world like the 
UK, Australia, the member nations of the European Union and others are increasingly 
taking the help of various awareness campaigns and others for the promotion as well as 
the usage of the same23. Some of the most important factors which had contributed 
towards the extensive usage of the concept of fair trade by the different nations of the 
world are listed below-   
2.3 Factors affecting the usage of Fair Trade.  
2.3.1 Ethical Business Behavior  
 Sudbury-Riley and Kohlbacher24 are of the viewpoint that business ethics or the 
need to indulge in ethical business behavior is an important factor which has 
substantially contributed towards the growing popularity as well as the extensive usage 
of the concept of fair trade within the contemporary business arena. Adding to this, Choi 
 
21 Cater, John James, Lorna A. Collins, and Brent D. Beal. "Ethics, faith, and profit: 
Exploring the motives of the US fair trade social entrepreneurs." Journal of Business 
Ethics 146, no. 1 (2017): 185-201. 
22 Panico, Teresa, Fabio Verneau, Vincenza Capone, Francesco La Barbera, and Teresa 
Del Giudice. "Antecedents of intention and behavior towards fair trade products: A study 
on values and attitudes in Italy." International Journal on Food System Dynamics 8, no. 
1012-2018-4086 (2017): 96-105. 
23 Ota, Masaya, Yusuke Sakata, and Takao Iijima. "Fair trade information eliminates the 
positive brand effect: product choice behavior in Japan." Asian Journal of Sustainability 
and Social Responsibility 4, no. 1 (2019): 6. 
24 Sudbury-Riley, Lynn, and Florian Kohlbacher. "Ethically minded consumer behavior: 
Scale review, development, and validation." Journal of Business Research 69, no. 8 
(2016): 2697-2710. 
   
  
and Koo25 have noted that the business corporations have an obligation to reduce the 
social, economic and environmental damage that they cause and make meaningful 
contributions to the improvement of the society, the economy and the environment. 
More importantly, over the years it has been observed that the primary focus of the 
different business corporations is on the expansion of their business prospects which in 
turn would help them to earn a higher amount of profitability and this in turn has made 
the corporations to completely disregard the aspect of business ethics26. Furthermore, 
an important issue arises since the excessive greed displayed by the different industries 
or the corporations has given rise to problems like the unequal distribution of wealth 
among the various nations of the world, the exploitation of the manufacturers and the 
workers from the developing nations and others27. As a matter of fact, it is also observed 
that meager amounts are being paid by the corporations to the manufacturers in the 
developing nations for the manufacture of the goods or the services that they sell at 
exorbitant prices28. Moreover, these manufacturers have adopted various kinds of 
coercive practices in order to force their workers to maximize their performance while 
paying them below the minimum wage or not giving them the base salary that they 
actually deserve. In addition to these, it is seen that such practices followed by the 
corporations over the years has led to the ineffective growth or the development of the 
different manufacturers in the developing nations while adversely affecting the 
condition of the workers in those nations29.  
 
25 Choi, Ara, and Hye-Gyoung Koo. "A Study on Fair Trade Perception and Purchase 
Behavior of University Students." The Journal of the Korea Contents Association 19, no. 
1 (2019): 304-315. 
26 Verneau, Fabio, Teresa Del Giudice, Teresa Panico, and Francesco Caracciolo. "Fair 
Trade Food Products: Insights about Motivations for Consumption Behaviour in 
Italy." Quality-Access to Success 17, no. 155 (2016). 
27 Kaptein, Muel. "The battle for business ethics: A struggle theory." Journal of Business 
Ethics 144, no. 2 (2017): 343-361. 
28 Everett, Jeff, Dean Neu, and Abu Shiraz Rahaman. "Ethics in the Eye of the Beholder: 
A Pluralist View of Fair Trade." Business and Professional Ethics Journal 36, no. 1 
(2017): 1-40. 
29 Shaw, Deirdre, Robert McMaster, and Terry Newholm. "Care and commitment in 
ethical consumption: An exploration of the ‘attitude–behaviour gap’." Journal of 
Business Ethics 136, no. 2 (2016): 251-265. 
   
  
However, at the same time it is seen that the different initiatives undertaken by 
different national governments and also the international authorities like the United 
Nations (UN) and others at present while making it important for the corporations to 
stop adopting these practices has made it imperative for them to indulge in ethical 
business behavior30. In this relation, it needs to be said that the primary focus of the 
construct of business ethics is to help the corporations to design their business activities 
which would be ethical or moral in nature and also intended to maximize the interests 
of the different stakeholders who are associated with them31. Thus, because of the 
unethical nature of the aforementioned practices that the corporations or the industries 
used to adopt in the past they can no longer adopt the same practices nowadays which 
in turn has forced them to take the help of the framework of fair trade. More 
importantly, the different core principles of fair trade like promoting trade equity among 
the trading nations, reducing the economic inequality of the different nations of the 
workers, helping the manufacturers or for that matter the producers to sell their 
products or services directly to the customers at fair prices, reducing the exploitation 
experienced by the workers and others are completely supported by the framework of 
business ethics32. In the light of this, it can be said that the need for the corporations to 
take the help of the framework of business ethics or for that matter to indulge in ethical 
business behavior is important and it has contributed towards the usage of the process 
of fair trade within the different industries and also within the various nations of the 
world.     
2.3.2 Customer Behavior  
 As discussed by Caruana, Carrington and Chatzidakis33, the changes that have 
occurred in the repertoire of customer behavior along with the attitude as well as the 
 
30 Mason, Chris, and Bob Doherty. "A fair trade-off? Paradoxes in the governance of fair-
trade social enterprises." Journal of Business Ethics 136, no. 3 (2016): 451-469. 
31 Han, Tae-Im, and Leslie Stoel. "Using rich media to motivate fair-trade 
purchase." Journal of Research in Interactive Marketing (2017). 
32 Jayawardhena, Chanaka, Kevin Morrell, and Chris Stride. "Ethical consumption 
behaviours in supermarket shoppers: determinants and marketing implications." Journal 
of Marketing Management 32, no. 7-8 (2016): 777-805. 
33 Caruana, Robert, Michal J. Carrington, and Andreas Chatzidakis. "“Beyond the 
attitude-behaviour gap: Novel perspectives in consumer ethics”: Introduction to the 
thematic symposium." Journal of Business Ethics 136, no. 2 (2016): 215-218. 
   
  
buying behavior displayed by the customers are important factors which have 
substantially contributed towards the extensive popularity and the widespread usage of 
the process of fair trade. Adding to this, Zerbini, Vergura and Latusi34 have noted that 
unlike the earlier times it is seen that the modern-day customers have numerous options 
related to a single product or service and thus it is seen that they generally tend to 
purchase the product or the service from the corporation which enjoys a positive brand 
image and also takes the help of ethical business practices or business ethics as well. As 
a matter of fact, it is seen that the customers in the recent years have shown a higher 
propensity towards the purchase of the products or services directly from the producers 
or the manufacturers at fair prices through the usage of the process of fair trade35. This 
behavior displayed by the customers has not only helped them purchase good quality 
products or services at affordable or lower prices, but it has also helped the local 
producers or for that matter the manufacturers to attain the desired level of growth or 
development. At the same time, the manufacturers or the producers of the developing 
nations have stopped exploiting their workers to a considerable degree. Finally, this 
behavior has positively contributed towards the reduction of the economic inequality 
between the different nations of the world36. Thus, it can be said that the changes that 
have occurred in the behavior or for that matter the attitude displayed by the 
contemporary customer while benefitting the manufacturers or the producers of the 
developing nations and also the workers related to them have positively contributed 
towards the extensive usage of the process of fair trade.       
 
34 Zerbini, Cristina, Donata Tania Vergura, and Sabrina Latusi. "A new model to predict 
consumers' willingness to buy fair-trade products." Food research international 122 
(2019): 167-173. 
35 Sharif, Khurram. "Investigating the key determinants of Muslim ethical consumption 
behaviour amongst affluent Qataris." Journal of Islamic Marketing (2016). 
36 Govind, Rahul, Jatinder Jit Singh, Nitika Garg, and Shachi D’Silva. "Not walking the 
walk: How dual attitudes influence behavioral outcomes in ethical consumption." Journal 
of Business Ethics 155, no. 4 (2019): 1195-1214. 
   
  
2.3.3 Business Regulations and Policies  
 Hwang and Kim37 are of the viewpoint that the business regulations, mandates, 
policies, legislations, and others which the corporations are required to follow for the 
conduct of their business operations within a particular nation substantially influences 
the business style of the corporations and also the business processes which would be 
used by them. Adding to this, Takahashi and Omoto38 have noted that the primary 
objective of the different business regulations or the policies that the corporations are 
required to follow is to ensure the fact that the business activities which are being used 
by the corporations are completely ethical in nature and also likely to safeguard as well 
as maximize the interests of the different stakeholders who are related to them while 
helping the corporations to attain the desired level of profitability and growth. In this 
relation, it needs to be said that each of the nations in the recent years have formulated 
their own business regulations, policies, legislations, mandates and others that the 
corporations within these nations must follow to the letter. These are important since 
in the earlier times in the absence of any effective business regulations, policies and 
others the corporations often used to take the help of the kind of business activities 
which although helped them to enhance their profitability as well as their growth yet 
were detrimental from the perspective of the different stakeholders related to them 39.  
More importantly, although the corporations were being able to acquire 
substantial amount of success through the usage of these unethical measures, yet it was 
seen that in the long run they adversely affected the growth as well as the profitability 
of the corporations40. This in turn not only adversely affected the different 
manufacturers or for that matter the producers in the developing nations but also the 
 
37 Hwang, Kumju, and Hyewon Kim. "Are ethical consumers happy? Effects of ethical 
consumers' motivations based on empathy versus self-orientation on their 
happiness." Journal of Business Ethics 151, no. 2 (2018): 579-598. 
38 Takahashi, Yoshiaki, and Ayuri Omoto. "The Future of the Fair Trade Market in Japan: 
What motivates consumers to purchase fair trade products?." JFMRA 1, no. 2 (2017): 1. 
39 Konuk, Faruk Anıl. "Consumers' willingness to buy and willingness to pay for fair trade 
food: The influence of consciousness for fair consumption, environmental concern, trust 
and innovativeness." Food research international 120 (2019): 141-147. 
40 Hur, Songyee, Jung Eun Lee, and Leslie Stoel. "Fair trade advertising: Influences of 
information type and emotional appeal congruency." Journal of Marketing 
Communications 26, no. 2 (2020): 186-206. 
   
  
workers of the same as well. The resultant effect of this is that the national governments 
of the different nations of the world and even the international authorities have 
formulated different legislations which ensure the fact that the business corporations 
only take the help of the kind of business activities which are ethical in nature and also 
likely to benefit the majority of the stakeholders related to them41. The different nations 
of the world by realizing the benefits that the usage of the fair-trade policy is likely to 
offer to the domestic business corporations, its workers, the customers related to them 
and others have made it important for the operational corporations of the nations to 
ardently take into account the different precepts of the fair-trade policy42. As a matter 
of fact, it is seen that the different nations have established various regulatory bodies to 
ensure the fact that the different business corporations operating   are abiding by them 
for instance, the national government of the UK through its Fairtrade Schools Scheme 
had been able to build 500 Fairtrade towns, over 6,000 churches, 118 universities, 4,000 
schools and others43. On the other hand, it had been seen that Fairtrade International's 
fair-trade system had been successful in helping more than 3.2 million farmers and 
business corporations from more than 60 developing nations which in turn helped them 
to generate more than €65 million revenue44. Thus, it is seen that in the light of the 
different benefits which are being offered by following the process of fair trade the 
various nations of the world have set the business policies or the regulations that the 
corporations operating are required to follow and this in turn has directly contributed 
towards the extensive usage of the policy of fair trade in the recent years.        
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2.3.4 Sustainable Development  
 O'Connor, Sims and White45 are of the viewpoint that sustainable development 
of the business sectors of the different developing nations of the world is an important 
factor which has directly contributed towards the extensive usage of the process of fair 
trade in the recent years. Adding to this, Kutaula et al.46 have noted that the effective 
usage of the process of fair trade is likely to facilitate the long-term development or for 
that matter the sustainable development of the different business corporations or the 
manufacturers in the developing nations which in turn would positively benefit the 
developing nations as well. More importantly, the adequate usage of this particular 
process would also minimize the exploitation as well as the oppression that the workers 
within the developing nations have to face by safeguarding the interests as well as the 
rights of the workers47. Furthermore, the usage of this particular process will help the 
manufacturers or the producers to sell their commodities directly to their customers 
something that is likely to help the manufacturers and also the customers. For instance, 
by cutting the retailers or the middlemen the manufacturers would be able to make a 
higher profit even though they sell their commodities at prices lower than the market 
prices and even the customers would be able to reap benefits from the usage of this 
process since they would have to pay relatively lesser amount of money for the purchase 
of the commodities or the products that they require48. In addition to these, the 
effective usage of this particular process while facilitating the growth or the 
development of the different manufacturers or the producers of the developing nations 
and thereby their economic growth, it would also help in the reduction of the wealth or 
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economic inequality among the different nations of the world as well49. The resultant 
effect of this is that the different developing nations of the world are increasingly taking 
the help of the process of fair trade in order to facilitate the sustainable development 
of their business sector and also of the entire nation itself. Thus, it can be said that 
sustainable development is an important factor which has directly contributed towards 
the extensive usage of the concept of fair trade in the recent years.     
2.4 Overview of Ethical Business Behavior  
 According to Ferrell et al.50, business ethics is a discipline in business studies 
which focuses on the analysis of the different business policies, practices, activities and 
others used by the corporations related to their corporate governance, performance 
management, sales approach followed by them and others through the ethical and 
moral perspectives. Adding to this, Crane et al.51 have noted that the business 
corporations are required to take the help of ethical business behavior for the purpose 
of guiding their business activities or for that matter their business operations. The 
primary idea behind the usage of the concept of ethical business behavior is to promote 
the usage of the kind of business activities by the corporations which would not only be 
ethical in nature but also intended to positively affect the majority of the stakeholders 
who are associated with the corporations52. For instance, the Utilitarianism theory of 
ethics clearly states that the business corporations are required to display the kind of 
behavior or for that matter to indulge in the kind of actions which are likely to cause the 
maximum amount of benefit to the maximum number of individuals associated with the 
same53.  This theory of business ethics finds a substantial amount of support from the 
stakeholder theory of management which clearly states that the corporations are 
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required to take the help of the kind of actions which are likely to help them to maximize 
the interests of their stakeholders and also safeguard the same as well54. The adequate 
usage of the framework of ethical business behavior helps the corporations to 
substantially reduce the damage that they cause to the economy, society and the 
environment on account of their business operations and make positive contributions 
towards the improvement of the condition of the same55. More importantly, it has been 
seen that the effective usage of the framework of ethical business behavior has helped 
numerous business corporations to attain long-term growth or development and even 
sustainability as well which in turn has influenced the contemporary corporations to 
turn towards the usage of the same56. Some of the most important factors which 
influence the usage of business ethics or ethical business behavior by the corporations 
are listed below-     
2.5 Factors affecting the usage of Ethical Business Behavior 
2.5.1 Customer Behavior  
 As discussed by Fukukawa, Zaharie and Romonţi‐Maniu57, the effective usage of 
the process of ethical business behavior helps the corporations to substantially improve 
their brand image or for that matter their market image within the business markets of 
their operation. Adding to this, Shang and Peloza58 have noted that this is important 
since it has been seen that the majority of the corporations unlike the earlier times are 
increasingly focusing on the aspect of the brand image of the corporations for the 
purchase of the products or the services offered by them. For instance, in the earlier 
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times it was seen that the value proposition of the products or the services offered by 
the corporations, the marketing campaigns or the advertisements used by the 
corporations and others were the most important factors which helped the corporations 
to influence the buying behavior or the attitude of their customers59. However, in the 
present times this has substantially changed in the face of the large number of options 
or choices that are available to the contemporary customers. As a matter of fact, it is 
seen that the customers are increasingly opting for the kind of business corporations 
which not only takes the help of the framework of ethical business behavior, but also 
causes a substantially lower amount of damage to the economy, society and the 
environment60. In the light of these aspects, it can be said that the present attitude or 
the behavior displayed by the customers is an important factor which substantially 
influences the framework of ethical business behavior used by the corporations.        
2.5.2 Sustainable Development  
 Parsons, Maclaran and Chatzidakis61 are of the viewpoint that the usage of 
ethical business behavior helps the corporations to indulge in the kind of actions that 
are likely to help them to earn the satisfaction of their customers and also reduce the 
damage that they cause to the environment, economy and the society on the score of 
their business operations. Adding to this, Hassan, Shiu and Shaw62 have noted that the 
enhancement of customer satisfaction and also the reduction of the damages to the 
environment, society and the economy are important since they directly affect the 
ability of the corporations to influence the attitude as well as the buying behavior of 
their customers. This is important since the long-term growth or for that matter the 
sustainability of the corporations substantially depends on the loyalty as well as the 
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satisfaction of the customers who are related to them63. In addition to this, it is likely 
that the usage of business ethics or ethical business behavior is likely to help the 
corporations to substantially reduce their ecological footprint and thereby ensure the 
fact that only bare minimum resources are being used for the manufacture of the 
products or the services offered by them 64. This would also ensure the fact that the 
future generations have access to the kind of resources that the present generation has 
access to. In the light of these aspects, it can be said that the opportunity to attain 
sustainable development through the adequate usage of ethical business behavior is an 
important factor which affects the usage of the same by the business corporations.      
2.5.3 Business Regulations and Policies  
 The business regulations, policies, legislations and others that the business 
corporations are required to follow within a particular nation are important 
determinants at the extent of which the corporations would display ethical business 
behavior. Power, Di Domenico and Miller65 are of the viewpoint that it is seen that the 
corporations operational in the nations wherein there are stringent regulations, policies 
and others that the corporations are required to follow the construct of business ethics 
ardently and vice versa. As a matter of fact, it is seen that the national government of 
the different nations of the world are making it imperative for the business corporations 
operational in their nation to display ethical business behavior for the conduct of their 
business operations in the concerned nation. Furthermore, the ethical business 
behavior which the corporations are required to display is not limited merely to the 
actions which are being undertaken by them for the reduction of the damages that they 
cause to the environment, the economy and the society but also extends to the nature 
or the kind of products or services offered by them, the manner in which they treat their 
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workers and others66. These in turn has necessitated a change in the activities that have 
been followed by the corporations in the past regarding the conduct of their business 
operations so as to make the business activities more ethical as well as beneficial for the 
stakeholders who are associated with them.    
2.6 Impact of Fair Trade and Ethical Business Behavior on the Marketing Plan 
used by Industries.  
 Sudbury-Riley and Kohlbacher67 are of the viewpoint that ethical business 
behavior and the fair-trade policy are perhaps two of the most important factors which 
substantially influence the marketing plans which are being used by the industries and 
also the effectiveness of the same. Adding to this, Ota, Sakata and Iijima68 have noted 
that the extensive usage of the constructs of ethical business behavior and fair trade 
have influenced the corporations to take the help of the concept of ethical marketing. 
This can be explained on the basis of the fact that the corporations want their marketing 
plans to reflect the ethical as well as the fair standards that they follow with the different 
business strategies or for that matter the business activities used by them. More 
importantly, by highlighting these attributes within the marketing plans, the 
corporations or the industries have the opportunity to effectively influence the manner 
in which the customers perceive the products or the services which are being offered by 
them and thereby provide them the opportunity to adequately influence the attitude as 
well as the buying behavior of their customers as well69. This also helps the corporations 
to improve their brand image and also influence the manner in which their marketing 
plans or marketing campaigns would be viewed by their customers. For instance, it is 
seen that the marketing campaigns of a corporation with a negative brand image are 
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generally being viewed with suspicion by the customers and vice versa70. Furthermore, 
through the usage of the concepts of fair trade and ethical business behavior the 
corporations have even the opportunity to highlight the implications of the products or 
the services offered by them on the economy, society and the environment which while 
enhancing the effectiveness of the marketing plans formulated by them would also help 
them to adequately influence the buying behavior of its customers as well71.      
2.7 Literature Gap  
 While searching for secondary literature on Google Scholar it has been found 
that a substantial amount of research work had already been done on the topics of fair 
trade, ethical business behavior and the benefits that they offer. Lee, Jin and Shin72 are 
of the viewpoint that the effective usage of fair trade and ethical business behavior by 
the corporations while helping them to maximize the interests of their stakeholders has 
also helped them to attain long-term growth or development as well. However, at the 
same time it needs to be mentioned that there was not an adequate number of peer-
reviewed articles related to the impact of fair trade and ethical business behavior 
followed by the corporations or the industries on the marketing plans which are being 
used by them. This in turn is the specific literature gap which   is intended to be covered 
up with this particular study by highlighting the manner in which fair trade and ethical 
business behavior have become the pylons of a successful marketing plan. Thus, the 
future researchers will have the opportunity to use this particular study as a framework 
for conducting further research on similar or related topics.   
2.8 Summary  
  To sum up, in the above discussion a critical review has been presented of the 
theoretical concepts related to fair trade and ethical business behavior and the manner 
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in which they influence the marketing plans that are being used by the industries. These 
theoretical concepts are likely to help to undertake a critical discussion of the findings 
obtained from the analysis of the secondary data related to the topic discussed here. 
Furthermore, the study has also outlined the gap which exists in secondary literature 
related to the topic that has been selected for this study.  
  
   
  
Chapter 3: RESEARCH METHODOLOGY 
3.1 Introduction  
 In this chapter of the study the different aspects of the research methodological 
framework that have been used for the completion of this study have been discussed. 
More importantly, while discussing the characteristics of the research methodological 
framework that has been used in this study, the rationale behind it has been provided 
as well.  In addition to these, the important limitations of this study have been outlined.   
3.2 Research Philosophy  
 The usage of the pragmatic research philosophy has been used for the conduct 
of this study rather than the usage of the interpretivism research philosophy, the realism 
research philosophy and the positivism research philosophy. According to Kumar73, an 
important factor which substantially determines the quality of a research is the 
effectiveness with which the research topic is analyzed and selected for analysis. It is 
precisely here that the importance or for that matter the prominence of the pragmatic 
research philosophy lies. Adding to this, Wiek and Lang74 have noted that the usage of 
this particular research philosophy requires the help of multiple perspectives or 
viewpoints for the analysis of the research topic that they have selected for analysis in 
their study. This fact while helping them to effectively analyze the research topic 
selected by them it also helps them to substantially enhance the quality of their study 
as well. It is on the score of these aspects of the pragmatic research philosophy that   it 
had been decided that this kind of philosophy would be used for the conduct of this 
study. Thus, it is likely that through the usage of this particular philosophy that it has 
been possible to effectively analyze the manner in which fair trade and ethical business 
behavior have become the pylons of a successful marketing plan within the different 
industries through the usage of multiple perspectives or viewpoints.  
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3.3 Research Design  
   The usage of the descriptive research design has been used for the conduct of 
this study rather than the usage of the explanatory research design and the exploratory 
research design. Cuervo‐Cazurra et al.75 are of the viewpoint that the usage of the 
descriptive research design requires to link or for that matter to correlate the findings 
obtained by them from the analysis of the primary or the secondary data that they have 
used for the completion of this study with the objectives of the study. This is important 
since it has been seen that the majority of researchers struggle to attain the required 
coherence within their study which in turn adversely affects the quality of their study76. 
However, this will not be an issue in this study because of the use of the descriptive 
research design and its aspects. For instance, the usage of this particular research design 
will help   to correlate the objectives of this study with the findings obtained from the 
analysis of the secondary data that have been collected for this study. This has helped   
to enhance the coherence of this study and thereby its quality as well.       
3.4 Research Approach  
   The deductive research approach has been used for the conduct of this study 
rather than the inductive research approach. According to Bell, Bryman and Harley77 one 
of the most important aspects of the deductive research approach is the fact that it 
offers the opportunity to test the validity or the reliability of the arguments, hypotheses 
and the assumptions which are being used by them in this study. Adding to this, Quinlan 
et al.78 have noted that the testing of the validity or the reliability of the assumptions, 
arguments or the hypotheses is usually being done through the usage of different 
theoretical models, frameworks, observations and others which in turn help to enhance 
the accuracy as well as the reliability of the study. It is because of these aspects of the 
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deductive research approach that it has been selected. For instance, the most important 
assumption which   has been made at the beginning of this research is that fair trade 
and ethical business behavior are the two factors which influence the creation of a 
successful marketing plan within the different industries. Thus, the deductive research 
approach has been used to test the validity or the reliability of this assumption and 
thereby different theoretical models, observations, frameworks and others have been 
selected for the attainment of this goal.    
3.5 Data Collection Method  
    The usage of the secondary data collection method has been used rather than 
the primary data collection method. Ghauri, Grønhaug and Strange79 are of the 
viewpoint that the secondary data collection method is the best option when they have 
to collect the data or the information which is needed for the completion of their study 
from different secondary sources of information like peer-reviewed articles, industry 
reports, credible newspaper articles, government reports and others for the analysis of 
the research topic that they had selected. Adding to this, Sekaran and Bougie80 have 
noted that the information collected through the usage of the secondary data collection 
method is generally accurate, relevant and unbiased in comparison to the data collected 
through the usage of the primary data collection method which generally entails a 
substantial amount of biasness. It is in the light of these aspects that the secondary data 
collection method has been used for the collection of the data as there is a need to 
analyze the manner in which fair trade and ethical business behavior have become the 
pylons of a successful marketing plan within the different industries. Furthermore, 
through the usage of this particular data collection method data from different 
secondary sources are collected like annual industry reports, peer-reviewed articles, 
credible newspaper articles and others.     
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3.6 Data Analysis Method  
   The usage of the qualitative data analysis method has been used rather than 
the quantitative data analysis method. Delen and Zolbanin81 are of the viewpoint that 
the qualitative data analysis method helps to effectively analyze descriptive, non-
numerical or non-statistical data, whereas the quantitative data analysis method helps   
to analyze the numerical or the statistical data. Adding to this, Teagarden, Von Glinow 
and Mellahi82 have noted that the choice of the data analysis method is substantially 
influenced by the data collection method or for that matter the data collection tool that 
had been used. In the particular context of this study, the secondary data collection 
method has been used for the collection of the data and thus the qualitative data 
analysis method is the ideal choice for the data analysis method. Furthermore, it is likely 
that it would be possible to effectively analyze the secondary information which has 
been collected for addressing the research questions or the research objectives through 
the usage of this particular data analysis method.   
3.7 Limitations of the Study  
   The time and resources have relied solely on the secondary data for the 
completion of this study and no primary sources have been used for its completion. 
Furthermore, the research topic that has been selected    is very broad in nature and the 
scope or for that matter the quality of the study could have been improved significantly 
had it focused specifically on one particular industry or corporation in order to analyze 
the manner in which fair trade and ethical business behavior have become the pylons of 
a successful marketing plan within the different industries. These in short are the two 
most important limitations of the study which in turn have substantially narrowed down 
the scope of the study.   
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3.8 Summary  
 To sum up, in the above discussion the different components of the research 
methodological framework that have been used for the conduct of this study have been 
outlined. Furthermore, the important factors or the reasons which influenced the 
selection of the pragmatic research philosophy, the deductive research approach, the 
descriptive research design, the secondary data collection and the qualitative data 
analysis method have been illustrated.   
   
  
Chapter 4: FINDINGS AND DISCUSSION 
4.1 Introduction 
   In this chapter, an analysis of the secondary data related to the manner in which 
fair trade and ethical business behavior have become the pylons of a successful 
marketing plan within the different industries has been conducted.   Secondary data 
from the different secondary sources of information have been collected and the 
qualitative data analysis method for the analysis of the data has been conducted. More 
importantly, a discussion of the results or the findings obtained from the data analysis 
through the usage of the theoretical underpinnings has taken place and also the 
background information has been highlighted in the Literature Review section of this 
study. This process while helping to effectively interpret the results or the findings 
obtained from the data analysis it has also helped to address the research objectives or 
the research questions of this study as well.    
4.2 Findings 
 According to Ogbari et al.83, business ethics is perhaps one of the most 
underrated concepts within the spectrum of the business world and it is seen that 
despite the relative importance of the concept there are very few corporations which 
ardently or for that matter religiously follow the concerned concept. Furthermore, Bulog 
and Grančić84 have observed that the majority of the corporations despite knowing the 
benefits or the advantages that the effective pursuit of business ethics would offer 
them, they choose to disregard its usage because of the cost, the resources and the 
process requirements. For instance, the business corporations in order to effectively use   
the concept of business ethics are required to make various changes to the business 
operations, activities and the processes followed by them so as to make them 
environmentally friendly or more sustainable in nature and also to ensure the fact that 
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they are being able to fulfill their social, economic and environmental obligations as 
business corporations85. However, an important issue arises since this practice 
significantly enhances the operational cost of the corporations in the short-term range 
which can become very problematic for the corporations since many corporations often 
lack the required amount of funding to undertake such endeavors86. The disregard of 
the construct of business ethics by the business corporations has become especially 
apparent when the aspect of fair trade or the manner in which trade and commerce are 
being undertaken by the different corporations is being taken into consideration. The 
different corporations in order to maximize their profitability are completely 
disregarding the construct of fair trade which is presently not only adversely affecting 
the customers, but also the retailers, producers and other stakeholders who are 
involved within the concerned process87. Additionally, the business corporations often 
for the purpose of cost cutting, they use below par raw materials for the manufacture 
of the commodities offered by them to the customers which are likely to adversely affect 
their health or for that matter avail the services offered by the corporations that take 
the help of business activities and measures which completely disregard the aspect of 
business ethics88. These activities or the processes followed by the business 
corporations have adversely affected the trust or the confidence level of the customers 
regarding the commodities which are being offered to them by the corporations. Hence, 
the buying behavior of the customers has significantly changed in the recent times which 
in turn has adversely affected the sales volume and also the corporate profit as well. 
These aspects have made many business corporations to turn towards the integration 
of the concept of business ethics within their activities or their operational processes.  
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 De Jong and Mark van der Meer89 are of the viewpoint that perhaps the most 
important benefit offered by the pursuit of business ethics to the corporations can be 
attributed to the fact that it helps the corporations to significantly improve their brand 
image. Moreover, McMurrian and Matulich90 have noted that the improvement of the 
brand image is important for the corporations since unlike the earlier times the options 
or the choices which are available to the customers have increased exponentially and 
thus, they are increasingly taking into consideration the brand image of the corporations 
for making purchase decisions. Additionally, the pursuit of business ethics helps the 
corporations to effectively fulfill their social, economic, and environmental obligations 
which while helping the corporations to attain competitive advantage and sustainability 
also helps the corporations to attain long-term growth as well91. More importantly, the 
ardent pursuit of business ethics by the corporations helps them to ensure the fact that 
the commodities or the services which are being offered by them are not only 
environmentally friendly but also beneficial for the end-customers or the end-users as 
well92. Recent researchers have shown that the corporations in which the construct of 
business ethics is being ardently followed are being able to have a higher overall 
performance on account of high employee motivation, high job satisfaction, high 
employee performance, low turnover rate and others93. In addition to these, the pursuit 
of business ethics by the different corporations directly affects the effectiveness of the 
marketing strategies which are being used by the corporations for the promotion or the 
advertisement of the products and the services offered by them. The need on the part 
of the corporations to integrate the attribute of ethics within the marketing strategies 
which are being used by them has given rise to the concept of ethical social marketing 
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that has become an integral part of not only the marketing strategies which are being 
used by the corporations, but also within the domain of industrial marketing as well.  
 For Javalgi and Russell La Toya94, the primary objective of the different 
corporations behind the marketing strategies used by them is to adequately promote or 
to advertise the commodities or the services to their target market so as to influence 
their buying behavior or their attitude. The same holds true for the process of industrial 
marketing used by the corporations wherein it is seen that the corporations rather than 
using the marketing strategies to influence the attitude of individual customers, they 
use the same strategies to influence the attitude of other corporations or clients who 
are their potential customers. Hence, the corporations through the usage of adequate 
marketing strategies try to highlight the benefits that the customers are likely to obtain 
through the usage of the products or the services offered by them95. This is important 
since the customers are not likely to purchase the commodities or the services offered 
by a particular corporation if they have no information or idea regarding the same96. 
However, an important issue arises since it has been seen that the different corporations 
often overdo it when promoting or advertising their commodities and also the 
information, they provide is not completely accurate. The difference in the information 
that is advertised and the actual experience that their customers get during the use of 
the commodities causes a significant amount of dissatisfaction in them which in turn 
influences them to switch brands97. Thus, the marketing strategies used by the 
corporations rather than benefitting them in the best possible way, they adversely affect 
their business prospects at present. This in turn has made the concept of ethical social 
marketing extremely important for the different contemporary corporations and the 
industries. The usage of ethical social marketing requires the corporations not only to 
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accurately highlight the positive and the negative aspects of the commodities offered 
by them, but also to consider the implications of their actions to the customers and the 
environment98. This also makes the corporations offer information regarding the extent 
to which they are able to fulfill their social responsibility as business corporations. 
Hence, through the usage of the process of ethical social marketing the corporations 
have the opportunity not only to offer the required product or service-related 
information to their customers or clients, but it also helps them to know the brand in a 
better manner as well99. This is important since it not only helps the corporations to 
improve their brand image, but also helps them to earn the satisfaction and the loyalty 
of their customers as well. More importantly, recent researchers have shown that the 
advertisements created through the usage of the process of ethical social marketing are 
far more likely to appeal to the rationale of the customers or the clients and thereby 
influence their buying behavior or attitude in comparison to the general marketing 
strategies used by the corporations100. These aspects have made it important for the 
corporations to choose the process of ethical social marketing since it helps the 
corporations to make profit while at the same time, they make a positive contribution 
towards the society.  
 According to Johnsen101, the usage of the process of ethical marketing has 
proved beneficial not only for the business corporations, but also for the end-customers 
or the end-users of the commodities or the services which are being offered by the 
corporations. Supporting this, Andrade, Hanza and Xara-Brasil102 have noted that unlike 
the earlier times the customers have become more aware of the nature or the kind of 
commodities that they purchase, and they generally like to purchase the kind of 
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commodities which are not only environmentally friendly, but also cause very limited 
harm to them. More importantly, the process of ethical marketing used by the 
corporations has been largely appreciated by the customers since through these 
marketing advertisements the customers get a fair idea regarding the implications of 
the usage of the commodities offered by the same for them and for the environment as 
well103. This while helping the corporations to create a positive brand reputation among 
the customers has also helped them to earn the satisfaction as well as the loyalty of their 
customers104. On the other hand, the customers are also able to get the best quality 
commodities while being sure that the products or the services which are being 
purchased by them are completely safe and environmentally friendly105. Thus, industrial 
marketing can be profitable and socially responsible provided that the concept of ethical 
marketing is being successfully integrated.          
4.3 Discussion of Findings 
  The results obtained from the data analysis indicate that despite the benefits 
offered by the usage of the concept of business ethics, it is seen that the different 
corporations do not follow this process. Explaining this particular behavior displayed by 
the contemporary business corporations Bulog and Grančić106 have stated that the 
additional cost and the resources that the corporations require for the pursuit of the 
concept of business ethics is perhaps the most important factor which deters the 
corporations from the usage of the same. Adding to this, Lashley107 has noted that the 
business corporations in their desire to enhance their financial performance or their 
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profitability often disregard the aspect of business ethics however this only offers short-
term benefits to the corporations. For instance, it has been seen that the corporations 
that disregard business ethics often fail to attain the required amount of success or 
sustainable development. Crane et al.108 have explained this particular relation between 
business ethics and the success attained by the corporations by stating that the primary 
idea behind the usage of the concept of ethical business behavior is to promote the 
usage of the kind of business activities by the corporations which would not only be 
ethical in nature, but also would intend to positively affect the majority of the 
stakeholders who are associated with the corporations. As a matter of fact, the effective 
usage of the concept of business ethics helps the corporations to improve their brand 
image or brand reputation which in turn helps them to adequately influence the attitude 
and also the buying behavior of their customers.  
 For Parris et al.109, the effective usage of the concept of business ethics helps the 
corporations to adequately fulfill their environmental, economic and social obligations 
as business corporations which while helping them to positively influence the behavior 
of their clients or customers, also helps them to influence the behavior of their 
employees as well. Additionally, the employees are more likely to perform in a better 
manner in a corporation wherein business ethics is being ardently followed rather than 
within the workplaces of the corporations wherein the concerned concept is being 
disregarded110. Along with these, the effective usage of business ethics is also likely to 
help the corporations to modify the coercive or the unethical trade practices which are 
followed by them. In addition to these, it will also help the corporations to manufacture 
the kind of products or services which will be beneficial for the environment and also 
for the customers, to act ethically with the producers, suppliers and others who are 
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directly involved in the business operations or the activities of the corporations111. This 
is important since the research of Ock112 clearly indicates that the customers are 
increasingly opting for the kind of business corporations which not only take the help of 
the framework of ethical business behavior, but also cause a substantially lower amount 
of damage to the economy, the society and the environment. Furthermore, the entity 
of business ethics has also influenced the marketing strategies which are used by the 
corporations in order to influence the behavior of their customers or clients. 
 Javalgi and Russell La Toya113 have noted that the different corporations or the 
industries are increasingly integrating the concept of ethical marketing and fair trade 
within the marketing strategies which are used by them. For instance, the corporations 
are presently trying to use the kind of marketing plans which will reflect the ethical as 
well as the fair standards that they follow along with the different business strategies or 
the business activities used by them. Furthermore, cater et al.114 have suggested that by 
highlighting these attributes within the marketing plans, the corporations or the 
industries will affect the way that customers perceive products or services. Therefore, 
this will significantly impact on the attitude and the buying behavior of their customers. 
This is also supported by the research of Lim115 who states that the corporations through 
the usage of ethical marketing have the opportunity to highlight both the positive and 
the negative aspects of their products or services and also the implications of the usage 
of the same for the customers and the environment. This fact not only helps the 
corporations to influence the buying behavior of their customers, but also helps them 
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to earn the satisfaction and the loyalty of their customers as well. This has assisted the 
companies to improve their sales, their financial performance and therefore the amount 
of profit earned as well. In fact, due to the extensive practice of ethical marketing by the 
different industries and the corporations related to them, it has been seen that the 
customers have been able to purchase the kind of products or the services which are 
environmentally friendly and thereby these corporations and industries have been able 
to reduce their ecological footprint and also contribute positively towards the 
improvement of the condition of the environment as well116. Thus, through the effective 
usage of ethical marketing, the corporations have the opportunity to make profit while 
being socially responsible at the same time.   
4.4 Summary 
 To sum up, in the above discussion the results or the findings obtained from the 
analysis of the secondary data that have been collected for the analysis of the manner 
in which fair trade and ethical business behavior have become the pylons of a successful 
marketing plan within the different industries have been presented. Furthermore, a 
discussion has been made about the findings outlined from the data analysis through 
the usage of the theoretical underpinnings and the background information, presented 
in the Literature Review section of this thesis. The next chapter is “Conclusion and 
Recommendations” wherein   the major findings obtained from the entire study have 
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Chapter 5: CONCLUSION AND RECOMMENDATIONS 
5.1 Conclusion 
   In this study the way fair trade and ethical business behavior have become the 
pylons of a successful marketing plan within the different industries has been analyzed. 
In order to undertake this analysis, pragmatic philosophy, the deductive approach, the 
descriptive design, the secondary data collection method and the qualitative data 
analysis method have been used. The results obtained from the analysis of the 
secondary data that have been collected focus on the way fair trade and ethical business 
behavior have become the pylons of a successful marketing plan within the different 
industries and indicate that business ethics and fair trade are indeed the pylons or the 
cornerstone of an effective marketing plan. More importantly, the results also indicate 
that the effective usage of the concept of business ethics actually helps them to improve 
their brand image and also through the creation of marketing campaigns they are likely 
to affect the attitude or the buying behavior of their customers. This is important since 
it helps the corporations to enhance their sales volume, the revenue earned and thereby 
their profitability as well. Furthermore, the concept of business ethics has significantly 
influenced the marketing tactics which are presently being used by the corporations and 
it is seen that unlike the earlier times the corporations are highlighting both the positive 
and the negative aspects of the commodities offered by them and they are taking into 
consideration the implications of the consumption of their products on the customers 
and the environment. Additionally, the ethical marketing approach used by the 
corporations while helping them to adequately promote the products or the services 
offered by them, it has also helped the corporations to become socially responsible as 
well which in turn has positively affected the business prospects of the corporations. 
Hence, ethical business behavior and fair trade are two of the most important attributes 
or the pylons of a successful marketing plan.    
5.2 Recommendations 
➢ The corporations need to create different milestones along with timelines to 
ensure that they are able to ardently integrate the concept of business ethics 
within the different business processes used by them. The different business 
   
  
corporations over the years disregarded the concept of business ethics because 
of the additional cost and the resources that they are required to spend for the 
adoption of this concept. However, through the creation of different milestones 
the corporations would get the opportunity to integrate the concept of business 
ethics within each of their business processes one by one so as to ensure that 
their operational costs do not increase exponentially. This particular measure 
while helping the corporations to follow business ethics it is also likely to ensure 
that they do not end up significantly increasing their operational costs on 
account of the usage of the same.  
➢ The corporations have the opportunity to highlight the socially responsible 
activities or the initiatives which they undertake for the improvement of the 
condition of the society and the environment within the marketing campaigns or 
the advertisements used by them. This while helping the corporations to 
significantly improve their brand image or their brand reputation, it will also offer 
them the opportunity to positively influence the attitude or the buying behavior 
of their clients or customers as well. This becomes especially important for the 
different corporations since their ability to influence the attitude or the buying 
behavior of their customers significantly determines their sales volume, their 
revenue and also their profitability as well.  
➢ The corporations while using ethical marketing have the opportunity to create 
interactive marketing campaigns or advertisements. This fact, while helping the 
corporations to enhance their engagement with their customers would also offer 
them the opportunity to remove the doubts or answer the queries of their 
customers. This is likely to help the corporations to positively influence the 
buying behavior or the attitude of their customers and thereby enhance their 
sales volume. More importantly, in order to save resources and time the 
corporations have also the opportunity to design online marketing campaigns.      
5.3 Future Scope 
   In the future, the usage of the primary data collection method could be used in 
this study. For instance, the usage of the primary data collection method for the 
collection of primary data through the usage of the tools of the survey and a set of 
interviews are likely to enhance the accuracy and reliability and thereby the quality of 
   
  
the study itself. Furthermore, the research topic that has been selected for analysis in 
this study is very broad in nature which in turn has adversely affected the scope and the 
quality of the study. Hence, in the future the research topic could be narrowed down by 
focusing on one specific industry. Lastly, because of word count constraints it has not 
been possible to undertake a detailed or in-depth analysis of the manner in which fair 
trade and ethical business behavior have become the pylons of a successful marketing 
plan within the different industries. Thus, in the future a detailed and in-depth analysis 
of the research topic of this study can be made without any word limits. These in short 
are some of the most important points that should be considered to improve the scope 
and the quality of this study.  
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